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Abstract
An advertiser’s website can be a key factor in being successful in effective marketing communication. As owned 
media, it is expected to achieve broad and different communication objectives, from providing potential consumers 
with product information to building a strong brand with existing customers. Whether the communication strategy is 
successful depends on well it complies with the internet usage of consumers. Furthermore, internet usage is 
influenced by cultural characteristics. Therefore, this paper examines the relationships between internet usage and 
cultural factors: dimension of individualism, collectivism and self construal, and hypothesizes these relationships. 
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1 Introduction
Internet studies focus on internet usage. The perspective of uses and the study of gratification have been applied 
to analyzing the internet usage of consumers. Interactivity on the Internet enables users to interact with other users, 
which traditional media cannot do. Thus the characteristics of the Internet brings about diversity in internet usage. 
Several studies have found information, social interaction and entertainment as motivations for internet use
(Papacharissi and Rubin 2000; LaRose Mastro and Eastin 2001). 
The Internet can facilitate marketers and consumers to exchange broad and detailed information about products 
and brands. On the web, not only does the company upload information regarding brand and product but every user 
can also comment and provide advice based on their experience and can contribute to resolving any problem (Zhou 
and Bao 2002; Mathwick, Wiertz and Ruyter 2008). Hence, consumers can search for specific information from 
other sources to meet their particular needs and interests out of an enormous amount of information (Hoffman and 
Novak 1996). Then it is likely that users will perceive the website to be useful. 
Second, users utilize the Internet to build and maintain social relationships. In a conventional setting, users often 
consume traditional media individually. Even though users can share their views on a topic among peers and 
colleagues after viewing television or reading a magazine, the sharing motive is secondary (e.g. Churchill and 
Moschis 1979). On the other hand, users can consume the Internet to engage in social interaction such as online 
communities and bulletin boards while sharing their interests and engaging in advocacy about products and brands
(Muniz and O'Guinn 2001; Brown, et al.2007; Mathwick, Wiertz and Ruyter 2008). It ranges from those who are 
looking to build social relationships with whom they have never met to those who maintain social relationships with 
friends (Muniz and O`Guinn 2001; Bagozzi and Dholakia 2002). Though social interaction also seems to be 
informative such as by obtaining information from user comments, previous studies distinguished it from being 
informative, since social interaction means interacting with people and informative means interacting with the 
website (Ko et al. 2005; Mathwick et al. 2008). Social interaction is also a determining factor for advertising to be 
viewed favorably (Ko,Cho and Roberts 2005).
Third, entertainment motivation includes not only emotional relief but also escape and diversion from a 
monotonous daily life (Muntinga et al. 2011). It enhances the experience of advertising (Ducoffe,1996). The Internet 
has great capacity to convey a large amount of information vividly (Zhou and Bao 2002). Consequently, users can 
enjoy many and various forms of amusement and joy. Also, the Internet’s large capacity permits user interactivity
for amusement in the form of online games. Online advertisers use entertainment more for promotion than as 
traditional advertising. Advergame is a typical example of how advertising and entertainment have been fused (Youn 
and Lee 2005).  
Importantly, similar to traditional media, the advertising effects which are brought by this usage will be 
influenced by cultural factors. This study assumes that the use of a website will be related to values and advertising 
communication styles based on cultural dimensions.
2.Advertising and Culture
Previous research has shown that cultural characteristics have an impact on communication behavior (e.g. Hall 
1976; Hofstede 1984; Kim et al. 1994; Singelis and Brown 1995). Most studies have researched the variables of 
individualism and collectivism as cultural factors in cross cultural research (Han and Shavitt 1994). Dimension of 
individualism-collectivism is a cultural predictor for individual behavior in social interaction (Han and Shavitt 1994). 
In individualistic cultures, people tend to seek their own personal goals and to prefer to have relatively independent 
relationships with others. In contrast, in collectivistic cultures individuals tend to be relatively dependent on others 
and to prefer harmony within the group to which they belong (Triandis et al. 1988; Schwartz 1990; Han and Shavitt 
1994).  Individualistic cultures are found mainly in northern and western countries, while collectivistic cultures are 
found mainly in Asian, Middle Eastern and Latin American countries (Han and Shavitt, 1994; De Mooij 1998). The 
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U.S. is regarded as an individualist culture while Japan and Korea are regard as collectivistic cultures (Matsumoto 
1989; Triandis 1995).
The characteristics of individualism-collectivism have an impact on communication style (Hofstede 1984;Lee 
and Choi 2006). In individualistic cultures, communication is likely to be direct, low-context communication. Since 
they give priority to achieving personal goals over collaboration with a social group, clarity in communication is 
necessary for those who act in an individualistic way. On the other hand, in collectivistic cultures, communication is 
likely to be indirect, high-context communication. People in collectivistic cultures tend to exchange ideas and 
opinion indirectly to avoid the conflict that would be caused by direct expression. Receivers interpret not only words 
but also the context in which the words are communicated (Hall 1976; Hall 1987; Kim et al 1994).  
Also, cultural characteristics have an impact on advertising appeal and persuasive appeal for consumers. Han and 
Shavitt (1994) found that collectivistic appeals have a positive effect on Koreans regarding as collectivist cultural
attitudes toward advertising.
Thus, the following hypothesis is proposed.
H1:  When exposed websites that are intended to be socially interactive, Japanese consumers will have a more 
positive attitude toward the website and the brand which is advertised on it than U.S. consumers.  
Moreover, the cultural value of individualism-collectivism has an impact on the other advertising effect. Those who 
have individualistic traits seek personal purpose and interest. As a result, they are likely to be hedonistic (Triandis et 
al. 1988). Hedonism is associated with entertainment, which is a predictor as an advertising effect (Zhou and Bao 
2002)
H2:  When exposed to a website that is intended to be entertaining, U.S. consumers will have a more positive 
attitude toward the website and the brand which is advertised on it than Japanese consumers.
As for communication orientation, direct expression (emphasizing product merit, hard sell) is adopted more in 
American print advertisements (regarded as an individualistic  society) than in Japanese print advertisements
(regarded as a collective society), whereas indirect expression (soft sell appealing atmosphere) is adopted more in 
Japanese print advertisements than American print advertisements (Mueller 1987). Recently, perhaps as a result of 
the transition to globalization since the mid-1980s, Japanese advertisements have increased the use of direct 
expression such as product merit appeals. Still, U.S. advertisements have more direct expression than Japanese
advertisements(Okazaki and Mueller 2008). The same applies to websites, as Cho and Cheon (2005) also found that 
websites in collectivistic countries were less informative than those in western cultures. 
H3:  When exposed to websites that are intended to be informative, U.S. consumers will have a more positive 
attitude toward the website and the brand which is advertised on it than Japanese consumers.
It is possible that there is a significant interaction effect among the above three hypotheses. 
3. Self-Construals and Individualistic or Collectivistic Cognitive Structures
Dimension of individualism-collectivism refers to the level of national culture. Several studies focus on the 
characteristics of individualism-collectivism in terms of self at an individual level. Culture shapes the guide to 
behavior through internalization of the self. Marcus and Kitayama (1991) pointed out that self can be construed and 
conditioned by culture. At the same time, culture is also constructed through the action and belief of individuals 
(Singles and Brown 1995).Because of the dynamic aspect of culture, individualistic and collectivistic people are not 
exclusive to particular cultures (Marcus and Kitayama 1991). Also, culture shapes both aspects of individualistic 
and collectivistic cognitive structure.
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However, individual people and collectivistic people do not exist to the same degree in a particular society. 
Marcus and Kitayama (1991) proposed two types of self: independent and interdependent self. A person with an 
independent self seeks his/her own interests and purposes. In contrast, people with an interdependent self define self 
in terms of social relationships and give importance to conformity with the group. 
As well as the dimension of individualism-collectivism, several studies have examined advertising appeals which 
are related to self construals (Choi and Miracle 2004; Agrawal and Maheswaren 2005; Polyorat and Alden 2005; 
Zhang 2009). 
Some research has suggested that it is fruitful to study advertising in relation with individual-level cultural 
variables as an alternative to national culture (Choi and Miracle 2004; Polyorat and Alden 2005) Unlike the 
dichotomy between individualism and collectivism, there are separate dimensions in self construals to measure both 
the independent and interdependent selfs existing in a person and a culture. Therefore, this research will also 
examine the relationships between self-construals and attitudes toward advertising websites and the brands 
advertised on the websites. There are relatively more people with interdependent self-construal in collectivistic 
cultures such as Japan, and more people with independent self-construal in relatively individualistic cultures such as 
the U.S. , and vice versa.
Therefore the follow hypotheses are proposed:
H4: When exposed to an informative website, people with an independent self-construal will have a more 
positive attitude toward the website and the brand which is advertised on it than those who have an interdependent 
self-construal.
H5: When exposed to a socially interactive website, people with an interdependent self-construal will have a
more positive attitude toward the website and the brand which is advertised on it than those who have an 
independent self-construal.
H6: When exposed to an entertaining website, people with an independent self-construal will have a more 
positive attitude toward the website and the brand which is advertised on it than those who have an interdependent 
self-construal.
Likewise, it is possible that there is a significant interaction effect among the above three hypotheses.
4. Conclusion
This study hypothesizes the relationship between the advertising effect regarding the website and brand 
advertised on it, national culture, and self construal. This paper contributes to the study of internet usage in several 
ways. Many studies have researched what motivates internet use and how the motivations are related to the 
advertising effect. However, few studies shed light on the relationship between cultural characteristics and internet 
usage in terms of the advertising effect. This study incorporates the variable of cultural characteristics into the 
relationship between internet usage and advertising effects. This study also hypothesized internet usage in relation to 
dimension of individualism and collectivism showing overall culture, as well as self construal at the individual level 
respectively for the advertising effect.
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